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The 2008 global financial crisis and the ensuing global economic recession have 
caused a sharp decline of foreign demand for Chinese goods. As a result, Chinese 
exporting trade volume has declined dramatically, and Chinese traditional exporting 
enterprises face severer challenges. With this backdrop, Chinese cross-border e-commerce 
has grown tremendously, driven by the rapid rise of the Internet and the global 
development of e-commerce. With Chinese government’s strong support for cross-border 
e-commerce, more and more domestic international trade companies have begun to 
transform themselves by entering global e-commerce. Internet marketing is an important 
channel and component for domestic enterprises to develop cross-border e-commerce. For 
traditional international trade enterprises, the lack of experience in cross-border online 
retail marketing means that it is vital to improve and optimize their online marketing 
strategy in order to achieve the aforementioned transformation. 
In this paper, I analyze how to improve and optimize internet marketing strategies 
for cross-border e-commerce companies, using Company B to illustrate related research 
issues. First, I clearly define the concept of cross-border e-commerce, and analyze 
industry trends and development characteristics. Then, I study in-depth the theoretical 
framework for internet marketing and its features. Based on this solid theoretical 
foundation, I then make use of the case of Company B to analyze specific issues related to 
cross-border e-commerce marketing strategies and implementation. The main issues 
analyzed included the lack of professionals with knowledge and experiences in 
cross-border internet marketing, less-developed websites, unfocused target customer base, 
low product conversion rate, lack of brand building, ill-suited organizational structure, 
untimely product development, and low degree of information development, etc. 
Based on internet marketing theories and my own analysis, I then propose strategies 
for improving cross-border e-commerce marketing. I use the STP marketing theoretical 
framework and Company B’s past sales data to analyze and discuss various related issues 
including market segmentation, target market, market positioning, internet platform 
optimization, online marketing strategies improvement program. I also integrate 
ingredients of the 4P / 4C marketing theory, and propose suggestions for improvement for 
















promotion and communication Therefore, this study helps to broaden exporting 
companies’ marketing channels, to improve the effectiveness of marketing channels, and 
to improve corporate marketing strategies and brand strategies. This research can serve as 
a useful reference for future studies on cross-border e-commerce online marketing 
strategies. 
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我国自 2002 年加入 WTO 以来，对外贸易发展迅猛，进出口规模不断扩大，带
动了我国经济持续增长，成为我国经济增长的重要引擎。根据国家海关总署的统计，
我国进出口总额从 1978 年的 206.4 亿美金增加到 2014 年的 4.30 万亿美元，增长了
208.3 倍，在商品货物贸易中位列世界第一。在 2014 年的进出口总额中，出口 2.34
万亿美元，增长 6.1%；进口 1.95 万亿美元，增长 0.4%；贸易顺差高达 3824.6 亿美
元，同比扩大 47.3%。而根据国家统计局数据，同期国内生产总值从 1978 年 3645


































































局当中，中国不仅抢得了先机，而且为贸易增长增加了新的支点。”     
2014 年中国跨境电商贸易总额达 4.2 万亿人民币，同比增长 33.3%，2013 年为
3.1 万亿元，增长率为 31.3%，占到进出口总额的 11.9%。其高增长率与传统外贸业
务的缓慢增长形成鲜明对比，并且预期该增长趋势将在相对长的一段时间内继续持
续［2］。 
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